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ABSTRACT: 


The execution and construction of the Research article is to be engaged an in-depth 
business description, and to gather evidential data statement analysis on how local 
businesses somehow be engaging with their customers in an honest corporate mindset, and 
to establish B2C marketing relationships in the local market. As per many business leaders 
of different organizations said that, to be globally competitive and to attract loyal consumers, 
one should first patronize the local products including the company branding, and second, a 
continuous B2C honest engagements within them. Categorically speaking, there are several 
perceptions, challenges, and apprehensions for most consumers’ point of views in relation to 
their business proprietary engagements and other third party related business 
communications. This is when business owners started to imposed several commanding 
entity regulations that ensure their local branding will not suffer, and it will still be patronize 
by their valuable consumers at present. 


Keywords: B2C, business owners, consumers, honest, business communications, 
B2C relationships. 


INTRODUCTION: affiliating marketing started to realize that 


An increasing number of local consumers can always be at their own 


businesses worldwide are now expanding, buying choices and decision-making. That 


and existing entrepreneurs are somehow is why localized customers will always be 


very aggressive. For some undergoing 
revelations, such as the movement of B2C 
marketing interventions seems to be 
cyclical or ever changing because of the 
market demand and_ supply. Local 
businesses like retailing and wholesaling 
companies, that includes vendors and 
suppliers whether online selling or doing 


demanding for a greater expectations, that 
includes their honesty business dealings 
or negotiations towards their local 
business partners. Also, _ relatively 
important for them is the trust, honesty, 
andthe 


commitments which measures how strong 


unquestionable —_ business 


will be the barter or the exchange of 
goods and services entirely. 
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Like those existing and long-time 
consumers that are usually getting their 
first impressions when they first dealt with 
their own buying and selling negotiations, 
and the attitudinal treatment of them from 
their vendors. Meanwhile, companies 
spend years of constructing loyalty and 
their beliefs relies on their goal audiences 
which are being tested in several business 
key approaches for such building 
constructing mechanisms that shown 
confidence in building up honesty towards 
customers. It has been said that when 
clients becomes aware of _ these 
commercially industry enterprises, the 
development of positive impact through 
honesty with own their business 
interactions does really matters, and the 
right way as for their developmental 
products being rewarded by most local 
businesses of today. Also, many reputable 
organizations and institutions with the aid 
of the corporate values, have their own 
faith when reliable best practices towards 
their consumers in terms of business 


operations and customer service. 


LITERATURE REVIEW: 


The operating practices’ of 
businessmen and businesswomen have 
been criticized since biblical times. The 
business person was, and still is, looked 
upon by some facets of society as the 
epitome of an _ unethical, dishonest 
individual preying upon the frailties of the 


consumer. Any number of suggestions 


have been made to improve the quality of 
business performance (Becker, H., & 
Fritzsche, D. J. 1987). Meanwhile, 
Consumer attitudes and behaviors are 
fundamentally dynamic processes; thus, 
understanding consumer dynamics _ is 
crucial for truly understanding consumer 
behaviors and for firms to formulate 
appropriate actions. Recent history in 
empirical marketing research has enjoyed 
increasingly richer consumer data as the 
result of technology and firms’ conscious 
data collection efforts (Zhang, J. Z., & 
Chang, C. W. (2020). 


Ethical beliefs will vary significantly 
between national groups, in terms of 
attitudes to societal values (giving / 
accepting favours), to organizational 
loyalty, to group loyalty, to conflicts 
between organizational and group loyalty, 
and to conflicts between self and group/ 
organization (concealing one’s errors). 
Differences between national groups are 
to be examined in terms of all ethical 
attitudinal and behaviour categories cited 
above, but differences between each of 
these categories are not anticipated to 
vary significantly between national groups. 
Differences between attitudes of self and 
others, and between attitudes and 
reported behaviour will not vary 
significantly between national groups, but 
will generally show significant differences, 
regardless of nationality, between ‘what | 
believe’ and ‘what | do’, and between 


‘what | believe’ and ‘what peers believe 
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(Izraeli, 1988; Newstrom and Ruch, 1975; 
and Ferrell and Weaver, 1978). 
Comparisons are made between what 
managers say they believe, and what they 
do, between managers and their peers’ 
attitudes and behaviours, and between 
perceived top management attitudes and 
the existence of company policy. In the 
latter, significant differences are found by 
national ownership of the company rather 
than the country in which it is situated. 
Significant differences are found, for both 
individual managers by nationality, and for 
companies by nationality of parents, in the 
area of ‘organizational loyalty (Jackson, 
T., & Artola, M. C. 1997). 


Business ethics from a normative 
perspective relates to principles, values, 
and norms for organizational decisions. 
From a descriptive perspective, business 
ethics in an organization refers to codes, 
standards of conduct, and compliance 
systems and typically relate to decisions 
that can be judged right or wrong by 
customers. Therefore, ethical decision- 
making is typically associated with internal 
organizational decisions by individuals or 
social units about appropriate conduct. 
These decisions can impact internal 
stakeholders and external stakeholders 
(Ferrell, O. C., Harrison, D. E., Ferrell, L., 
& Hair, J. F. 2019). 


RESEARCH METHODOLOGIES: 


The overall structure of the 
Research methods presented in_ this 
research article are considered 
independent and based on facts, queries, 
statements and other detailed 
assumptions in order to come up it’s final 
research finding observations thoroughly. 
Such data findings and _ descriptive 
analysis are very subjective and directive, 
because the qualifiable data resolutions of 
the research article explained and 
depicted any present situations between 
local business and consumer relationships 
in general. Thus, descriptive researching 
methods, like statement facts and findings 
are also being verified, articulated and 
polished from other reliable article sources 
which seemed to be constructive and 
important to discuss. Also, the research 
article subject reveals public curiosities 
about being “honest”, and also included 
different apprehensive statements in a 
normalize approach. Likewise, better 
understanding of what is happening today 
between local business owners towards 
their valuable consumers are also being 
observed and focused by the researcher 
because being “honest” can be subjective 
and reflects the B2C ethical engagements 
to one another. Moreover, the research 
article also set several exchanges of ideas 
wherein B2C ethical attitude “honesty” 


relied on the business ethical standards in 
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most of the entrepreneurs towards their 
valuable customers and the public in 
general. 


DATA ANALYSIS: 


Data sampling and the research 
bases in order to conduct research data 
analysis is by all means of the reliable 
article sources of information which 
investigates the norm practices (honesty 
or being honest) in most local business 
(suppliers, vendors, etc.) in dealing with 
their consumers (that includes the general 
public) in the local market. Data gathering 
results are qualitative, updated and 
independent on both business ethical 
attitudinal practices with their buying 
customers. The actual data analytical 
processes represents a qualitative 
research focuses on it’s research title: 
Consumer (B2C) 
Relationships: Should Local Businesses 


“Business to 


have to be Honest with their Customers all 
the time?”. It sets a reminder for everyone 
to always qualify and quantify their 
observations as they read the whole 
contextual body of the research, because 
any readers’ declarative opinions and 
comments are very important; and it can 
be critical or crucial. Some of it’s data 
analytical observations and_ research 
findings are related to current issues, and 
it declares unbiased opinions made local 
businesses in becoming “honest” in 


general towards consumers’ reflections. 


The role of most local Businesses in 
dealing with their Consumers: 


Companies whether __ trading, 
serving and engaged in an online or 
affiliated marketing always considers it's 
several commitments and responsibilities 
for their consumers: First, to supply better 
quality products at the right time in a 
reasonable price. Second, to provide 
excellent sale services regarding the 
nature of it’s product. Third, to sell quality 
or affordable products. Fourth, to reduce 
prices by developing better networking 
distributions, and Fifth, to maintain 
positive selling engagements, _ that 
includes being “honest” to their customers 
entirely. 

Meanwhile, the potential 
contributions to brand equity that flow from 
associating a brand with global consumer 
culture have long been recognized (Aaker, 
1991; Kapferer, 1992; Buzzell, 1968) 
argues that a global image is a powerful 
means of increasing sales, and (Duncan, 
1992 and Shocker, Srivastava, and 
Ruekert, 1994) hypothesize that building a 
global image gives a brand more power 
and value. In part, brands with a global 
image may derive their additional power 
and value from consumer attributions of 
enhanced self-worth and status through 
purchase of the brand (Friedman 1990). 
That is, consumers may purchase certain 
brands to reinforce their membership in a 
specific global segment, such as 


teenager, business, governmental and 


Business to Consumer (B2C) Relationships: 


Should Local Businesses have to be Honest with their Customers all the Time? | 4 


diplomatic, elite, and so forth (Hannerz, 
1990), and/or their self-image as 
cosmopolitan, knowledgeable, and 
modem (Friedman, 1990). In addition, 
globally positioned brands are likely to 
have special credibility and authority 


(Kapferer, 1992). 


Consumers in a local market: 


Consumers do indeed establish 
close, meaningful relationships with many 
companies and brands. Some of these are 
more intimate than others; some are face- 
to-face, others more distant. Such close 
relationships are emotive involving a 
collection of perceptions about the firm or 
brand (Fournier, 1998, p. 345). The extent 
to which meaning is present in a customer 
relationship depends entirely on the 
perceptions of the customer. As with so 
many concepts applied in marketing, such 
as service, quality, and value, meaning 
exists in the mind of the customer 
(Fournier, 1998, p. 367). It is the customer 
that makes the emotional contact with the 
firm or brand. It is the customer that 
decides over time that some companies 
and brands are to be trusted and relied 
upon more than others; that some will 
come to occupy a central place in his or 
her life. 


Individuals who come _— from 
different levels of moral development will 
exhibit different behaviors in business 
conduct, which lay be predicated upon 


significantly different perceptions of the 
decision situations as well as the ethicality 
of these situations, thereby causing 
different behaviors to manifest themselves 
during a negotiation process. If one 
individual approaches the table driven by 
personal gain at the expense of the group, 
while another approaches a_ business 
decision driven by a concern for the good 
of the company at the expense of the 
individual, there is a potential for conflict 
(DeMente 1989; Pye 1992). 


Human relationships, including 
customer relationships, are special, 
emotional constructs. They are, therefore, 
not merely behavioural; they are more 
than retention and repeat buying. While 
many firms and authors confuse the 
concepts of customer _ relationships, 
customer loyalty, and customer retention 
(Reinartz, and Kumar, 2002), they are not 
the same. It is entirely possible for 
customers to demonstrate repeated 
patronage and a high level of retention 
without a “genuine” relationship existing 
with the firm or brand. What is missing, of 
course, from the behavioural definition of 
customer relationships is any kind of 
emotional attachment to or connection 
with the firm; a necessary condition for the 
relationship to exist. 


It is important that we consider 
relationships as viewed from_ the 
customer’s perspective. Companies often 
delude themselves into thinking that they 
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have a relationship with customers if those 
customers buy their products and services 
regularly. But customers understand the 
difference between repeat buying, which 
is often based on convenience, price or 
other non-emotive factors, and situations 
where they go back to the same 
companies and brands again and again 
because they feel towards. certain 
companies and brands the same kind of 
emotional attachment they feel toward 
friends, family members, and colleagues. 
We can, therefore, learn a great deal 
about customer relationships by studying 
more closely the principles of human 
relationships in general (Berscheid and 
Peplau, 1983; Duck, 1994). 


RESULT FINDINGS: 


Qualitative B2C honesty results of local 


businesses towards consumers: 


The relationship between a 
customer and a firm exists because of 
mutual expectations built on trust, good 
faith, and fair dealing in their interaction. In 
fact, there is an implied covenant of good 
faith and fair dealing, and performance 
cannot simply be a matter of the firm's 
own discretion. Not only is this an ethical 
requirement but it has been legally 
enforced in some states. The implied 
covenant of good faith and fair dealing is 
to enforce the contract or transaction in a 


manner consistent with the parties’ 


reasonable expectations (Ferrell, O. C., 
2004). 


Brand misconduct research focuses 
on negative brand actions (Trump, 2014). 
Brand misconduct is associated with 
negative consequences in brand attitudes 
and repurchase’ intentions (Huber, 
Vollhardt, Matthes, & Vogel, 2010) and 
brand behavior related to satisfaction has 
a positive impact of brand attitude. (Hsiao, 
Shen, and Chao, 2015) found that brand 
misconduct displayed a lower response on 
marketing relationships. In addition, 
communications such as advertising can 
be effective in mitigating the negative 
impact of brand misconduct. There is 
adequate evidence that measuring 
negative vs. positive conduct related to 
business ethics and CSR will have an 
impact on brand attitudes. 


The central issue is that every plus 
consumers feel closer to some companies 
and brands than to others. Some occupy a 
central place in their lives; they come to 
“mean” something to them.The implication 
of being there would be a void created if 
the company or brand were no longer 
present or available (Barnes, J. G. 2003). 


Ethical responsibilities to 
consumers made by local businesses 
have a_ strong foundation of legal 
protection. At the federal level, the Federal 
Trade Commission (FTC) enforces 
consumer protection laws. In addition to 


the FTC, other federal agencies such as 
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the Food and Drug Administration, the 
Consumer Product Safety Commission, 
and the Federal Communications 
Commission try to assist consumers in 
addressing deceptive, fraudulent, or 
damaging conduct. The key issues that 
should be addressed in a consumer 


protection includes (Ferrell, O.C., 2004): 


1.) Product Liability - which 
refers to a _ business’ legal 
responsibility for the 
performance of its products. 


2.) Communications - that are 


—_ 


false or misleading can destroy 
stakeholders’ trust in an 
organization and may at times 


even be considered fraudulent. 


3.) False and Misleading 
Advertising - is increasingly a 
key issue in organizational 


communications. 


4. 


— 


Abuses in Advertising - can 
range from exaggerated claims 
and concealed facts to outright 
lying (Ferrell, O. C., 2004). 


CONCLUSIONS: 


Getting involved with our local 
businesses in terms of their positive 
attitudes in selling, depends on the 
business treatments they show, and how 
reliable they are in terms of their business 


negotiations. Meanwhile, our main goal as 


a customer is always to reflect, make 
buying decisions or choices for ourselves 
and to our families, and to maintain B2C 
management relationships with our 
vendors effectively. For some reasons, 
most of our business partners or vendors 
are being asked about how “honest” they 
are towards their customers without 
contradictions in whatsoever in the face of 
our local market. And at most times, it also 
shows how we constantly managed our 
merchants, vendors’ or _ suppliers’ 
negotiations, considering the truth should 
always be told and how it is more clear 
and consistent with what we say that 
"nobody is perfect", but in reality most 


people are not. 


With this research article, our 
nearby organizations, such as_ the 
vendors, and our suppliers are presently 
occupied with a _ worldwide _ scale 
integrations, wherein customers like us 
needs to rely upon their positive attributes 
rather than dwelling or questioning their 
credibility “honesty” constraints. Thank 


you very much. 
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